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ABSTRACT
Media relations in Saudi governmental organizations play an important role in transmitting
news and messages of organizations to the publics. Although the field of media relations in
Saudi Arabia is important, there is a lack of scientific studies in this area. Therefore, this
dissertation studied the reality of media relations in Saudi governmental organizations. The
goal of this study was to understand the strengths, weaknesses, and opportunities that could
positively impact the development of media relations in Saudi governmental organizations.
This dissertation used a quantitative research method through the use of a Qualtrics survey in
order to ask Saudi government organizations' employees about the importance of employing
qualified media competencies and the role that media relations' plans in spreading the
organizations news and information in a professional manner. This dissertation focused on
employees who work in the field of public and media relations in Saudi governmental
organizations (N = 280) and their perceptions about media competencies and media relations
plans. This study revealed several significant results, such as the importance of employing
media competencies and work according to media relations plans. It is expected that this
study will shed light on aspects that could develop media relations in Saudi Arabia.
Keywords: media relations, public relations, media competencies, media relations
plan, excellence theory

xiii

MEDIA RELATIONS IN SAUDI GOVERNMENTAL ORGANIZATIONS

CHAPTER 1
LITERATURE REVIEW
Introduction: Media Relations in Saudi Arabia
The media and public relations industry are witnessing a significant and noticeable
development in Saudi Arabia. The Saudi government provides great support to this field to
develop it and achieve its goals, and to serve the governmental organizations as well as the
image of the country internationally. Although there are significant developments and support
in the field of public and media relations, many challenges are facing the field of media
relations. One of the most important challenges facing the media relations industry in Saudi
Arabia and the Arab world is the lack of a correct understanding of this field (Kirat, 2005).
This may lead to deficient performance of media relations and failing to achieve the goals
they seek to reach.
Several studies indicated that the field of public relations in Saudi Arabia suffers from
a misunderstanding (Alanazi, 1996). This misunderstanding led to a lack of correct
understanding of public relations functions such as media relations. Also, most Arab
countries suffer from this issue (Kirat, 2005). Many public and media relations practitioners
in Saudi Arabia believe that the effectiveness of public relations and media departments is
weak in Saudi Arabia due to a lack of adequate knowledge of public and media relations roles
in the country, in addition to employing people who are not specialists (Alrashid, 2014). In
addition, there are some obstacles that have negatively affected the work of media relations in
the Saudi governmental organizations, such as the absence of specialized departments in
media relations and the failure to allocate sufficient financial budget for this field to activate
and develop it (Alrashid, 2014). One of the important topics discussed among media experts
1
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in Saudi Arabia is the importance of the existence of a plan for media relations. The views of
experts and practitioners of media relations understand the absence of media relations plans is
one of the main obstacles that debilitate the performance of media relations in Saudi Arabia
(AlJelwi, 2013).
The field of public relations in Saudi Arabia has developed significantly in the last
two decades due to the great support of the government (Shaheen, 2012). However, this
development did not reach a level of satisfaction due to the failure of many public relations
and media departments to achieve their goals in the governmental organizations (Alrashid,
2014). The failure in achieving the goals is due to the lack of awareness of the tasks and
duties of the public and media relations departments. Also, the dissatisfaction is due to the
weak role of the media relations departments that are supposed to contribute to informing the
public about the goals, vision, and mission of the organization (Kirat, 2005). Saudi Arabia
today is seeking to develop its government agencies and raise the efficiency of its programs,
including media programs. Media development is one of the goals of Saudi Vision 2030.
The Media and Saudi Vision 2030
Saudi Arabia's economy is supported on a number of pillars. Oil is the most
significant economic pillar in Saudi Arabia, and the country is largely reliant on it (Moshashi
et al., 2020). Saudi Arabia's economy has been harmed by the global drop in oil prices; as a
result, the Kingdom has devised Vision 2030 to reduce its reliance on oil and to expand its
economy by creating other sustainable pillars that would aid promote economic growth
(Saudi Vision 2030, 2020). The Saudi Vision 2030 aims to create a vibrant society, an
ambitious nation, and a thriving economy (Saudi Vision 2030, 2020). The media is one of the
tools that the government seeks to develop through programs of the Saudi Vision 2030.
2
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The National Transformation Program, which is one of the Saudi Vision 2030
programs (Saudi Vision, 2030), has seven initiatives for the Ministry of Media and is
supposed to achieve its goals within 5 years. Those initiatives cost nearly $ 1 billion
(Albeayeyz, 2017). One of the goals of these initiatives is to contribute to the media in
forming partnerships with the governmental and private sectors. These seven initiatives aim
to develop the media side at the local and international levels (Albeayeyz, 2017). The
Ministry of Media in Saudi Arabia created these initiatives within Vision 2030 to advance the
system of media sectors that enhances the efforts of the Saudi media to achieve its goals and
advance its work (SPA, 2020).
The Saudi government is seeking, through its vision, to develop and benefit from the
digital revolution, which has been a major shift in the field of media (Albeayeyz, 2017).
Initiatives of the Ministry of Information that seek to develop media work in Saudi Arabia are
launching the Al-Akhbariya Company project, establishing media centers in major regions
around the world, establishing a national center for media and advertising campaigns,
launching media and advertising campaigns to highlight the Saudi identity around the world,
establishing a media center to cover the Hajj season, and launching the Media National
Affiliation Index (Almadinah, 2016). There is no doubt that these initiatives require highly
qualified professional media practitioners and strategic media plans that help achieve the
goals of these initiatives.
The Motivation of the Study
The field of media relations in Saudi Arabia is rapidly developing. It needs to be
developed based on scientific studies that contribute to its development in a more advanced
way. There are few studies on the reality of media relations in Saudi Arabia. The lack of
3

MEDIA RELATIONS IN SAUDI GOVERNMENTAL ORGANIZATIONS

studies in this field is one of the most important motives for conducting a scientific study
seeking to develop the media relations aspect in Saudi Arabia. Numerous studies on the
functions of public relations in Saudi Arabia indicated that this field needs more renewal and
development (Alrashid, 2014). Therefore, the desire of many researchers to develop public
relations functions, the most important of which is media relations, is one of the most
important motives for conducting a study on the reality of media relations in Saudi Arabia.
The study seeks to investigate the reality of media relations in Saudi Arabia by revealing the
weaknesses, strengths, and opportunities that can be used in developing the field of media
relations in the country.
The Purpose of the Study
The purpose of this research is to explore the reality of media relations in Saudi
Arabia. This research seeks to identify the factors that contribute to the development of the
field of media relations. It also seeks to be a valuable addition in the field of media relations
in Saudi Arabia, where the field suffers from a lack of studies. Also, this research seeks to
reach recommendations to provide a distinct addition that makes the performance of media
relations more professional. Another important goal of this this research is to serve is the
Saudi Vision 2030. The Saudi Vision 2030 aims to develop Saudi Arabia and its people in
many areas, and the media is within these areas. Therefore, this research paper seeks to
provide an addition that may contribute to the development of media work in line with the
Saudi government's 2030 vision.
Definitions
It is important to identify and define the main variables for this dissertation. The
definition of variables helps clarify the main concepts that this dissertation seeks to study.
4
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These definitions have been drawn from the literature that develops a thorough understanding
of the key concepts of this dissertation.
Public Relations
Media relations is one of the strategic public relations functions (Supa, 2014).
Therefore, it is important to define public relations before exploring media relations. Public
relations are an administrative function that requires planning, advertising, promotion
research, and the ability to make collaborative decision-making (Heath & Coombs, 2012).
These functions help the organization respond effectively to persons or organizations and to
promote mutually beneficial relationships and achieve the organization's mission and vision
(Heath & Coombs, 2012). There are other definitions that assist in understanding public
relations. One of the most important definitions is the definition of the Public Relations
Association of America (PRSA), which described public relations as a strategic
communication function that is based on establishing positive mutual relationships between
the organization and its clients (PRSA, 2021). There are many vital functions for public
relations such as corporate communications, internal communications, crisis
communications, marketing communications, investor relations communications, integrated
marketing communications, media relations, social media, and content creation (PRSA,
2021). This dissertation focuses on the media relations function.
Media Relations
It is important to explain what media relations embody. According to Ridgway
(1996), "The term 'media relations' refers to the communication pattern between an
organization and those sections of the media thar are interested in its activities" (p. 5). Swaan
(2010) added "Media relations is described as the practitioner's relationship with the editors
5
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and reporters of the mass media that function as communication channels directly to the
organization's stakeholders" (p. 78). These definitions have indicated that media relations
play a key role in organizing the communication process between organizations, journalists,
and the organizations in which these journalists work.
Many public relations activities use the media to implement their strategies and
achieve their goals (Etta, 2017). Media relations are among the most key areas that can be
used in the corporate communication process (Wilcox, et al., 2014). The media serve many
disciplines such as organizations, community members, suppliers, investors, and information
consumers (Argenti, 2003). Therefore, media relations can be considered a basic function
serving public relations in the process of communication between organizations and
individuals. This implies that media relations are practiced by public relations practitioners to
provide information and various news to the media in a professional and planned manner
(Turk, 1985). The term media relations indicates that those practicing this job are affiliated
with an organization so that these practitioners know their organization, its direction, and its
goals, and the practice of these practitioners should be aligned with the views of their
organizations (Etta, 2017) A media relations practitioner can be considered a -“pre_reporter”for journalists because he/she provides them with the information they need (Supa, 2008).
Media Competencies
One of the variables that this dissertation will study is the existence of media
competencies that lead the work of media relations. The term media competencies refers to
the professional practitioners in media relations work. However, it is important to define the
competencies in the media field. According to Chouhan & Srivastava (2014) "Competencies
include the collection of success factors necessary for achieving important results in a
6
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specific job or work role in a particular organization" (p. 14). In addition, competencies refer
to a group of traits or habits that lead to effective and distinct job performances (McClelland,
1973). Several characteristics may apply to media competencies. Some of these
characteristics are the knowledge that the practitioner possesses about his/her field of
specialization and work, the skills possessed by the practitioner such as the skill of
journalistic writing, and the motives that make practitioners work more responsibly in order
to work more effectively (McClelland, 1973). Working on those skills contribute to activate
the performance of public and media relations departments in the organizations. Excellence
Theory (Grunig, 1992) is one of the unique theories that study how to activate the role of
public relations departments in organizations. Therefore, Excellence Theory was used as
theoretical framework for this study.
Excellence Theory as Theoretical Framework
Since media relations are considered one of the tools of public relations, the
Excellence Theory (Grunig, 1992) is considered an appropriate theoretical framework for this
study as it is considered one of public (Rhee, 2002). Excellence Theory specializes in
studying the activation of roles of public relations in organizations to make that role more
professional (Rhee, 2002). Excellence Theory is considered a general theory in public
relations (Grunig & Grunig, 2008). This theory focuses on how public relations contribute to
making organizations more effective in the communication process, by organizing and
managing public relations and media departments in organizations and making them more
effective and professional (Grunig, 1992). Excellence Theory is considered one of the most
predominant theories in the field of public relations (Kriyantono, 2019). Public relations
practitioners are interested in this theory because it helps them to know communication
7
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strategies and focus on communicating with the external audience of the organization
(Kriyantono, 2019). In addition, Excellence Theory is such a popular theory that public
relations schools continue to use it over the past 30 years (Kenny, 2016). As a result, this
clearly demonstrates the importance of Excellence Theory.
Excellence Theory was composed by James Grunig (Grunig , 1992). It has identified
major characteristics of effective public relations in organizations (Botan & Hazleton, 2010).
The first characteristic is related to enabling the public relations function through the
effective organization of public relations and giving it useful powers as an effective
administrative function (Dozier et al., 2013). The second characteristic focuses on giving
public relations and media managers effective administrative and executive roles (Dozier et
al., 2013). The third characteristic refers to organizing the communication function so that
public relations is a comprehensive communication function separate from marketing or other
administrative functions that have nothing to do with communication (Grunig & Dozier,
2002). The fourth feature refers to building communication models between the public
relations and the media (Botan & Hazleton, 2010). This would regulate the process of internal
and external communication and the formation of relationships based on a two-way
communication model consisting of two components that are message transmission and
feedback (Botan & Hazleton, 2010). The fifth feature refers to the impact of the increased
number of women in public relations field, as well as an indication that women had a hard
time getting into management positions and this leads to focus on diversity in workplace
(Grunig, 2006). The sixth component to Excellence Theory is the ethics in public relations
(Grunig, 2006).

8
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An advantage of Excellence Theory is that it focuses on public relations and media
functions to make it an effective function in the organization. The Excellence Theory posits
that the value of public relations and media is based on the social responsibility the
organization seeks and the quality of relations with the public of the organization. It is also
based on understanding these functions well and developing them for the organization to be
effective (Grunig, 1992). In addition, Excellence Theory holds that public relations and
media should seek to solve the problems of the public of the organization, which helps in
achieving the objectives of the public in dealing with the organization as well as the goals of
the organization (Grunig, 1992). Finally, the core of the excellence theory is the formation of
a long-term relationship with the strategic publics of the organization (Grunig & Dozier,
2002). Forming a long-term relationship with the public of the organization is by using public
relations and media tools such as media relations.
Excellence Theory is a suitable framework for this study because it focuses on the
importance of public relations in strategic management and its important role in relationships
with the strategic audience of organizations (Grunig, 2006). This study aims to know the role
of media competencies in building a positive relationship with journalists and media
organizations. This is compatible with the part that was presented by Excellence Theory on
building a strategic relationship with the public of the organization (Grunig, 2006). The
public of the organization here are journalists and press organizations. In addition, this study
aims to find out the impact of media relations plans in increasing the spread of news and
information about the organization. This part is consistent with Excellence Theory in
activating the role of public relations through the effective spreading of news and information
of the organization.
9
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Public relations is a function that seeks to create beneficial relations with the public
(Dozier et al., 2013). This goal is consistent with the endeavor of this study, focuses on
building positive relationships with journalists and their organizations, as well as increasing
the spread of useful news and information to the public of the organization. This practice can
be carried out through media relations, which is a tool of public relations.
Other Studies about Media Relations
It is important to review recent studies in the field of media relations to reach a correct
understanding of this field in Saudi Arabia. The field of media relations in Saudi Arabia
suffers from a dearth of studies and research. This may be one of the reasons that led to the
deficient performance of media relations in Saudi Arabia (Alrashid, 2014). In addition, the
concept of public relations in Saudi Arabia suffers from a misunderstanding of those working
in the field or those who have relations in this field (Alanazi, 1996) An old study indicated
that public relations in Saudi Arabia will suffer from obstacles in the process of planning its
communication activities, such as media relations, which affects the achievement of its goals
(Hussein et al., 1992).
Communication with external audiences is one of the most important goals of media
relations (Etta, 2017). This communication with the public is through press conferences,
sending news reports, the spokesperson, and using mass communication methods such as
television, radio, and newspapers (Howard & Mathews, 2013). Some researchers in the field
of media relations in Saudi Arabia indicated that there are a few obstacles that hinder the
work of media relations, and these obstacles are the absence of guidelines and plans
regulating the work of media relations, in addition to the absence of media competencies
specialized in media relations (Hussein et al., 1992). Also, some researchers indicated another
10
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issue that public relations departments suffer from through their media work, such as the lack
of transparency and clarity while communicating with the publics, and this is due to the lack
of experience and the lack of knowledge in the correct methods of practicing public and
media relations in Saudi Arabia (Albazie, 2010).
Because of the absence of studies on media relations in Saudi Arabia, this literature
review will be an opportunity to present the reality of media relations in Saudi Arabia and
add to it some recent studies in the same field from the views of researchers around the
world. Therefore, it is important to point out the importance and roles of the media relations
function.
Media relations are looking for exciting opportunities and events to transform them
into important news programs with media coverage that attracts the attention of the masses
(Howard & Mathews, 2013). Knowing and understanding public relations requirements helps
public and media relations practitioners realize the significant importance of the role of media
relations as a sensitive function of public relations that contributes to achieving the
communication goals of organizations (Alrashid, 2014).
One of the most important tasks of media relations is to create positive relationships
between public relations practitioners and workers in media organizations. Maintaining this
relationship is important, and it is one of the responsibilities of workers in public relations
and media departments in organizations (Tallapragada et al., 2012). One of the duties of
workers in public relations and media departments is to present news and press releases to
journalists as a kind of their main task (Larsson, 2009). In contrast, some journalists see that
practitioners in public relations and media departments have a lack of knowledge in media
standards and journalistic practices, and this causes a gap between the two parties (Sallot &
11
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Johnson, 2006). Therefore, it is important for public relations and media practitioners to
know how to effectively communicate with media professionals to build a positive
relationship between the two parties.
Media Relations urges its employees to be trusted sources by providing news
organizations with correct and important news (Tallapragada et al., 2012). Likewise, media
relations contribute to providing clear evidence of professional behaviors that practitioners
can use, such as providing journalists with useful information, making themselves available
to the media, and responding to media inquiries in a timely and professional manner (Callison
& Seltzer, 2010). There are various strategies for media relations. One of the most important
strategies is to provide news stories about organizations, interviews, and future plans to the
media on a continuous basis because this strategy helps gain the trust of journalists
(Ledingham & Bruning, 2009). One of the important aspects of media relations is that its
employees should know the journalist’s orientation and style in writing news reports and
what journalist interests and seeks to be covered (Pang, 2010). This helps practitioners in
public relations and media departments build a positive and effective relationship with media
professionals and their organizations.
There are several basics that a public relations and media practitioner should know
when providing news. These basics are sending press releases and reports, providing
information to journalists, and responding to inquiries from journalists and the media (Cho,
2006; Tallapragada et al., 2012). Knowing these basics increases the importance of media
relations work in organizations. These basics can be gained through professional training and
practice.

12
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Media relations have become one of the fields that organizations are interested in,
whether in the governmental or private sector. Media relations strategies help achieve the
main goals of organizations, and for this reason, media relations have become an important
function that its tasks are discussed at the top management table in organizations (Alrashid,
2014). In addition, media relations help build a positive and distinctive image of the
organization (Briley et al., 2000).
In recent times, the media has improved. This development was due to the
development of communication and media technologies which led to an increase in the
degree of complexity in dealing with the media (Baran, 2004). Consequently, organizations
need to understand this development and how to deal with the advanced media through
preparing and organizing appropriate media materials and opening communication channels
with Journalists in a flexible manner, which should all be done by practitioners in media
relations (Etta, 2017). This made media relations a valuable resource that helps public
relations and media departments in organizations achieve their goal by reaching the masses of
the organization (Etta, 2017). Understanding and realizing the function of media relations in
organizations contribute to building and maintaining long term relationships with the masses
of the organization both on insiders and outsiders (Howard, 2004).
Organizations' awareness of the importance of media relations makes their media
performance more effective. Organizations need to be informed in publishing news related to
the organization. Here comes the role of practitioners in the department of public relations
and media to communicate with the media to cover the events of the organization
(Tallapragada et al., 2012). Consequently, public relations practitioners should have a

13
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prominent level of communication that contributes to making their interactions with
journalists more professional (Waters et al., 2010).
Organizations, whether private or governmental, may run media campaigns to
promote a service or an image and reputation of the organization. Here comes the role of
media relations that contribute to designing media plans and building messages that interest
audiences and attract their attention (Alrashid, 2014). In addition, media relations and its
campaigns are important in spreading the organization's name, identity, and services, to the
public opinion, which leads to building a distinctive image and raising the level of trust
among the masses towards the organization (Tilley, 2005). All of this gives an important
indication about the importance of media relations in organizations. Realizing the importance
of media relations helps to perform media relations roles effectively.
Media Relations Roles
Media relations in governmental or private organizations work with media
organizations and journalists to inform the public about the organization’s policies, work, and
missions in a positive manner consistent with media values such as credibility (Swaan, 2010).
There are five basic elements that are the cornerstone of media relations work. These
elements are planning, defining media tactics, implementation, monitoring, and evaluation
(Brewer & Grumbles, 2013). Public relations and media practitioners have to train and learn
media management principles because they will undertake and embrace media tasks such as
communicating with Journalists (Nair, 2004). The tasks performed by public relations and
media practitioners show the importance of the relationship between them and journalists.
Therefore, this relationship must build an understanding of the common roles between the

14

MEDIA RELATIONS IN SAUDI GOVERNMENTAL ORGANIZATIONS

two parties, and this assists them in comprehending the various media relations programs.
(Alrashid, 2014).
When working with journalists, media relations professionals must be mindful of the
importance of time, hence it is important for media relations practitioners to set deadlines for
releasing news (Howard & Mathews, 2013). Therefore, respecting the agreed upon time
between journalists and media relations practitioners contributes to building a positive
relationship between the two parties (Alrashid, 2014). Another valuable tool of public and
media relations is the presence of the spokesperson for the organization (Howard & Mathews,
2013). It is important that the spokesperson of the organization can communicate and deal
efficiently with journalists and media organizations and provide them with correct
information (Howard & Mathews, 2013). Communication experts have always preferred to
be the spokesperson from the organization's Public Relations and Media Department (Smith,
2020).
Media Relations Plans
Effective media relations plans are those that consider the understanding of the
organization and its policies (Howard & Mathews, 2013). In contrast, effective organizations
are those that support public relations and media departments by developing effective media
relations plans. Media relations plans should contain various basic steps as well as a
statement indicating the organization’s commitment to supporting the media relations plan,
clarifying its purpose, and defining the responsibilities of the media relations practitioners
(The Hartford Loss Control Department, 2000). In general, the media relations plan should be
consistent with the organization's goals and policies. In addition, media relations plans let
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journalists know the organization’s goals and policies, which makes the organization’s media
work more effective and beneficial (Ridgway, 1996).
Media relations plans should consider various key points. It should include how to
develop the relationship with the masses, conduct research and evaluation, and how to use the
internal and external means of communication for the organization (Supa, 2008). The
relationship with the media is one of the most important points in media relations plans.
Effective media relations plans are those that refer to steps that seek to establish a long-term
relationship with the media (Howard, 2004). Creating plans for media relations in
organizations contribute to activating and developing the role of public relations and media
departments in organizations. This activation is consistent with the excellence theory that
focuses on activating the role of public relations and the media to contribute to achieving the
goals of the organizations (Grunig, 1992).
From the previous literature review, it was clear that some steps could lead to improve
and activate the role of media and public relations departments in Saudi governmental
organizations. These steps are employing media competencies and working based on a media
relations plan. To get accurate results, this dissertation proposed two hypotheses and two
research questions that could help to know whether media competencies and media relations
plans have a role in improving the field of media and public relations departments in
governmental organizations.
Research Questions and Hypotheses
Saudi government media suffers from problems that impede its aspirations and goal
achievements (AlShubaily, 2013). Some of the problems indicate that the reasons are
organizational, such as the absence of media relations practitioners (Alrashid, 2014). The
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absence of media relations practitioners in governmental organizations has resulted in weak
media roles in Saudi governmental organizations (Kirat, 2005). It is important to employ
media competencies that professionally play the media role because they could lead to
achieving the goals of the media organization. The media competencies may work under the
Public Relations and Media Department because of its strategic link to the Public Relations
function. (Wilcox, et al., 2014). Therefore, it is important to have specialized and
professionally trained media cadres to enhance media work and achieve its goals. The
dissertation presents the first hypothesis, which is:
H1: Media competencies in the Saudi governmental organizations relate positively to
building relationships with journalists and media organizations.
RQ1: Do media competencies in media and public relations departments in
governmental organizations relate to building relationships with journalists and media
organizations?
Regarding the presence of media competencies, it is important that these media
relations competencies work based on plans that organize the media relations work in the
Public Relations and Media Department (Alrashid, 2014). It is important for this planning to
be based on planning foundations in the field of public relations and media. Planning for the
field of public relations and media begins with the research and analysis stage, then comes
the stage of setting goals and creating a flexible work plan, and then it ends with the
evaluation of the results (Van Ruler, 2015). This is what most public relations and media
departments in Saudi Arabia lack due to the absence of media relations concept. It is
important to do this planning because it helps make media relations work more
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professionally. Based on that, this dissertation proposes the following hypothesis and the
following research question:
H2: Media relations plans will have a positive relationship to increasing the spread of
news and information about the governmental organizations.
RQ2: Do media relations plans relate to increasing the spread of news and
information about Saudi governmental organizations?
Summary
Excellence Theory (Grunig, 1992) is consistent with the objectives of this study,
which could seek to develop the performance of media relations in Saudi governmental
organizations. Excellence Theory focuses on activating the performance of public relations
and media departments (Grunig , 1992). Consequently, this study sought to study two
hypotheses and two research questions which are consistent to Excellence Theory. The first
hypothesis H1 is that media competencies in the Saudi governmental organizations relate
positively to building relationships with journalists and media organizations. The first
research question RQ1: Do media competencies in media and public relations departments in
governmental organizations relate to building relationships with journalists and media
organizations? In addition to that, H2 is that media relations plans will have a positive
relationship to increasing the spread of news and information about the governmental
organizations. RQ2 is that: Do media relations plans relate to increasing the spread of news
and information about Saudi governmental organizations? Testing the two hypotheses and
answering the two research questions could lead to understanding the performance of public
relations and media departments in Saudi government organizations.
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The next chapters provided a quantitative method that tested and analyzed the two
hypotheses and research questions. The analysis chapter provided significant results that
could lead to improve the public relations and media departments in Saudi government
organizations. After that, the discussion chapter explained the results and how they could
improve that field. Also, the discussion chapter provided some important parts like
contributions, limitations, and future research. More details were provided in the next
chapters.

19

MEDIA RELATIONS IN SAUDI GOVERNMENTAL ORGANIZATIONS

CHAPTER 2
METHOD
Design
This dissertation's research design was an online survey using Qualtrics and was
developed to investigate governmental sector employees’ opinions about media relations in
Saudi governmental organizations. This method is considered one of the best methods that
have been used to collect data to analyze a large population (Wimmer & Dominick, 2013).
This method contributed to understanding two aspects of media relations in Saudi Arabia: the
role of the media relations competencies and the role of media relations plans in spreading
news and information about the organization. The number of participants was two hundred
and eighty (N = 280) employees who were 18 or older. This dissertation illustrates how the
survey’s outreach was maximized using a social network platform called WhatsApp, as this
app is one of the widely used communication applications in Saudi Arabia (Alzahrani, 2020).
The survey was divided into three sections in order to test the two hypotheses and
answer the two research questions that aimed to explore employees’ perspectives about media
relations in Saudi governmental organizations. In the first section, the participants were asked
some demographic questions to identify the differences and similarities among the study’s
participants (as shown in Table 1). The second section of the questions focused on the
relationships between media competencies, journalists and media organizations (as shown in
Table 2). Section two asks questions about the factors that positively affect building
relationships between media competencies and journalists. These questions closely examined
if the media specialist understands the profession of journalists, the importance of the role of
journalism, the type of important news and information, the motive for building a
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relationship, the importance of media relations, and ethical standards. The third section
investigated the impact of media relations and the plans to increase spreading of news and
information about governmental organizations (as shown in Table 3). Section three included
questions about the factors that positively affect the increasing spread of news and
information about governmental organizations. These factors were the professional manner,
the usefulness of the media, the facilitating work of media activities, the building of
reputation, promoting of organization's activities, and the necessity of having a media
relations plan.
Participants
The target sample in this study were employees in the field of public relations and
media in governmental organizations in Saudi Arabia, regardless of their job levels, and it
included males, females and non-binary identifying individuals. This study sought to reach
them by sending a Qualtrics survey and a snowball method via WhatsApp, chosen because it
is one of the most widely used communication applications in Saudi society (Alzahrani,
2020). Moreover, the WhatsApp platform is used by many people in Saudi Arabia, widely
covering differences in age, sex, and education and income levels. This means that the
WhatsApp application was the right method to present the questionnaire among the sample
target. Therefore, an invitation was sent through the WhatsApp platform to ask them to
provide their answers (see Appendices A and B for invitation in both Arabic and English).
Research participants were solicited with a concise description of the study (see Appendices
C in English and Appendix D in Arabic).
To reach as many participants as possible, this dissertation used the snowball method.
Snowball is most commonly used to allow a qualified participant to distribute an invitation to
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others who are similar to them and who reflect the target sample (Wimmer & Dominick,
2013). Many people were reached thanks to Snowball. Research participants who agreed to
be in the study clicked on the consent waiver and were redirected to the survey (see
Appendices C and D for the consent waiver and questionnaire as Qualtrics they appear in
English and as they appear in Arabic). The questions were presented in the Arabic language
because this study focused on employees who work in the field of media and public relations
in Saudi govemental organizations. This dissertation chose to present the questions in the
Arabic language because it is the popular language in Saudi Arabia (Alzahrani, 2020), but
these questions were also presented in English to ensure understanding among participants.
Since the participants differed in age, sex, education level, years of employment, and
regions, the responses gave a diverse range of perspectives and thoughts. An invitation was
made over WhatsApp platform messages, inviting people to offer their replies and share them
with others who also worked in the media and public relations field in the Saudi
governmental organizations. Details on the researcher and the research were included in the
invitation to assure participants of the intention and goals for the survey. The number of
survey respondents in this study, all working in media and public relations field in Saudi
governmental organizations, is over two hundred. The reason for choosing this target number
is based on a similar study of public sector employees conducted in Saudi Arabia (Alzahrani,
2020).
This survey was sent to approximately six hundred and fifty (650) people who work
in media and public relations field in Saudi governmental organizations. Out of all the
questions sent out, a total number of three hundred and forty-four (N = 344) people returned
and sixty-four (N = 64) responses were removed during the process of cleaning the gathered
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information. So, the effective sample participants were two hundred and eighty (N = 280).
Some responses were removed due to the participants declining to participate in the survey,
while others are excluded due to the participants being under 18 years old and others were
removed because of incomplete questions (less than 30% of the question were complete).
Demographic Information
Demographic questions were asked. These questions inquired about their sex, age,
education level, employment status, years of experience, and work areas as shown in Table 1.

23

MEDIA RELATIONS IN SAUDI GOVERNMENTAL ORGANIZATIONS

Table 1
Describing the Demographic Variables
Variables

N

%

18 – 28

29

10.4

29 – 39

126

45.0

40 – 50

67

23.9

51 – 60

22

7.9

Above 60

6

2.1

No response

30

10.7

Male

254

90.7

Female

25

8.9

No Response

1

0.4

Less than High School diploma

2

0.7

High School degree or equivalent (G.E.D)

8

2.9

Some College, no degree

2

0.7

Associate Degree (AA, AS)

12

4.3

Bachelor’s degree (BA, BS)

122

43.6

Master’s Degree (MA, MS, MEd)

89

31.8

Professional Degree (MD, DDS, DVM)

10

3.6

Doctorate (PhD, EdD)

34

12.1

No Response

1

0.4

Employed full time

263

93.9

Employed part-time

8

2.9

Retired

6

2.1

No Response

3

1.1

Age

Sex

Education Level

Employment Status
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Region
North

3

1.1

Middle

202

72.1

East

19

6.8

West

37

13.2

South

15

5.4

Outside Saudi

4

1.4

1–8

137

48.9

9 – 16

84

30

17 – 24

33

11.8

25 – 32

7

2.5

33 – 40

5

1.8

No Response

14

5.0

Duration of Employment (Years)

There were two hundred and fifty-four male (N = 254) and twenty-five female (N = 25)
female participants with one unspecified sex (N = 1) as shown in figure 1. This indicated that
90.7% of the sample participants that work in media and public relations in Saudi governmental
organizations are male, while 8.9% were female and 0.4% of the participant fail to respond.
These figures did not indicate a sufficient diversity of sexes. The percentage of women
participating in the survey was much lower than that of men because the percentage of women
working in Saudi Arabia is about 33% of the total number of workers in the Saudi labor market
(Asharq Al-awsat, 2021). The average age of the participants was 38 years old, with a minimum
age of 21 years, and the oldest participant being 70 years old as shown in figure 2. Most of the
participants were between the ages of 29 years old and 39 years old, while those that are 60
years and above were the fewest participants. Thirty (30) out of the total respondents did not
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response to know their age, this is expected as age is one of the information people in Saudi
find difficult to release.
Figure 1
Pie Chart of the Gender distribution of the Participants
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Figure 2
Histogram of the age of participants

The education level of the participants showed that the highest number of participants
are those that had bachelor’s degrees (e.g. BA, BS) totaling one hundred and twenty-two (N =
122) participants (43.6%) and participants with Master’s degrees (e.g. MA, MS, Med) have
(N = 89) participants (31.9%), while participants with less than a high school diploma have
the least with 0.7% participants while 0.4% (N = 1) of the participants did not respond. The
Educational Level distribution showed that the majority of those that are employed in media
and public relations field in the government sector have an associate degree or higher. Also,
the participant's experience of work was explored with the average years of work experience
of the participants was approximately 9 years. The majority of the participants have worked
between one to eight years (1 – 8 years) this amount to 48.9% of the total participants, and
Those that have worked between thirty-three to forty years (33 – 40) are the fewest while 5%
(14) of the respondents fail to provide response. Figure 3 and 4 showed the bar chart of the
educational level of the participants and the duration of employment respectively.
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Figure 3
Bar Chart of the Educational Level

Figure 4
Bar Chart of Duration of Employment
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Figure 5
Bar Chart of Region of Saudi Arabia

The areas of the participants were included to explore how media and public relations
in governmental organizations were perceived in each region. The result revealed that (N = 3)
of the participants were from the North region, (N = 15) from the South region, (N = 19) from
the East region, (N = 37) from the West region, (N = 4) from outside Saudi Arabia, while (N
= 202) from the Middle region. This indicates that the majority 72.1% were from the Middle
region (as shown in figure 5 above).
Demographic questions were asked to ensure that the study's expectations were met,
and they had applied greater certainty to it (Alzahrani, 2020). They revealed various
descriptions of the sample study that assisted the researcher in comprehending the study's
findings (Alzahrani, 2020). However, because this study focused on public relations and
media employees who work in Saudi government orqnizations, the findings could not be
applied to the private sector.
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Measurement
For this dissertation, a Likert 5-point scale was designed and used to measure the
perspectives of public relations and media employees in Saudi governmental organizations
which identified the key points of this study. Twelve items were presented to the participants
in the survey. These items were divided into two main points: media competencies and media
relation plan, subdividing the media competencies and media relations plan into six items
each. The first part on media competencies was designed to ask about the factors that
measured media competencies such as understanding the profession of journalists, the
importance of the role of journalism, the type of important news and information, the motive
for building a relationship, the importance of media relations, and ethical standards. Items
about positive relationships were asked to explore how that might influence the media and
public relations. The second part measured how media relations plans have a positive
relationship to increasing the spread of news and information about the governmental
organizations. These items were focused on factors including professional manner, the
appropriate type of media, the facilitating work of media activities, the building of reputation,
the promoting of organization's activities, and the necessity of having a media relations plan.
The 5-Likert scale was used to determine the degree of agreement on these topics. The
information gathered was organized based on how useful they were to the research. Each of
the questions have five different response options and will be indicated as follows:
5 = strongly agree, 4 = agree, 3 = neutral, 2 = disagree, 1 = strongly disagree
The participants were able to choose any option.
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Reliability Tests
The importance of reliability was determined since it relates to the consistency of
scores (Alzahrani, 2020). The data will be less useful for the test if there is a lack of
consistency within a measurement (Ritter, 2010). Cronbach's alpha score has been one of the
most often used to assess consistency because it provided consistent results (Ritter, 2010).
Three tests were devised to assess the reliability. The first reliability test was conducted to
measure all twelve items asked about media competencies and media relations plans. The
reliability test for the twelve items of media competencies and media relations plans in
governmental organizations in Saudi has a Cronbach’s α = 0.907. The individual tests
conducted on each section of six items measured the media competencies with a Cronbach’s
α = 0.877, and the media relations plans with a Cronbach’s α = 0.858.
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CHAPTER 3
ANALYSIS
The goal of this dissertation was to explore the reality and perspectives of media
relations in Saudi governmental organizations through asking the media and public relations
employees of Saudi governmental organizations about the principal factors mentioned above.
There were two hypotheses and two research questions that were developed to investigate the
reality of media relations in Saudi governmental organizations.
Hypothesis one
H1: Media competencies in the Saudi governmental organizations relate positively to
building relationships with journalists and media organizations.
In this section, questions were asked to measure and understand the profession of
journalists, the importance of the role of journalism, the type of important news and
information, the motive for building a relationship, the importance of media relations, and
ethical standards. These factors will improve the relationship between media competencies in
governmental organizations and journalists and media organizations in Saudi. Hypothesis one
assumed that media competencies in Saudi govemental organizations build positive
relationships with the journalists and their media organizations, and will foster a positive
relationship. A composite variable was created for all items concerning media competencies
to lead to positive relations between the media competencies and journalists and media
organizations (as shown in Table 2 below).
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Table 2
One sample t-test result of media competencies
N
M
SD

t

P

Media Competencies

88.599

0.000

278

4.012

0.755

The hypothesis was tested using a one-sample t-test with 278 participants with t(278)
= 88.599 having p-value, p < 0.001, and a 95% confidence interval: [3.923, 4.101]. The null
hypothesis is rejected. Thus, H1 was statistically significantly supported as shown from the
above table and hence this dissertation concluded that the media competencies in the Saudi
governmental organizations relate positively to building relationships with journalists and
media organizations. This emphasized more on the importance of media competencies in
Saudi governmental organizations in the relationships with media organizations and
journalists.
Hypothesis two
H2: Media relations plans will have a positive relationship to increasing the spread of
news and information about the governmental organizations.
To explore the media relations plans contributing towards increasing the spread of
news and information about Saudi governmental organizations, questions were asked to be
measured. Questions were focused on the professional approach of spreading news,
identifying of media type, the facilitating work of the media activities, the reputations that
were built by the media organizations, how the activities of the organizations were been
promoted through media relations plan, and the necessity of having a media relations plan. A
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composite variable was created for all the items in the media relations plan to relate to media
and public relations (as shown in Table 3 below).
Table 3
One sample t-test result of media relations plan
n
M

SD

t

P

Media Relations Plan

0.679

102.328

0.000

279

4.158

The hypothesis was tested using a one-sample t-test with 279 participants with t(278)
= 102.328 having p-value, p < 0.001, and a 95% confidence interval: [4.078, 4.238]. The null
hypothesis is rejected. Thus, H2 was statistically significantly supported as shown from the
above table and hence this dissertation concluded that the media relations plan in the Saudi
governmental organizations has a positive relationship to increasing the spread of news and
information about the governmental organizations. This emphasizes more on the importance
of working on media relations plans in Saudi governmental organizations to improve the
media work.
Media Competencies in Media and Public Relations Departments
Q1: Do media competencies in media and public relations departments in governmental
organizations relate to building relationships with journalists and media organizations?
The research question was designed to explore how Saudi media competencies relate
to building relationships with journalists and media organizations. These research questions
and hypothesis were developed to identify the opinion of media and public relations
employees in governmental organizations. The first research question explored what elements
could affect media competencies in Saudi governmental organization to build media relations
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with journalists and media organizations. Six items asked about media competencies, item
one focused on the awareness of professionalism of journalists in relating to media and public
relations. This study utilized Statistical Package for social sciences (SPSS) to analyze the
responses of the participants. A descriptive analysis was conducted to answer the research
questions (analysis results shown in Table 4 below).
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Table 4
Participants’ responses about media competencies
n
The media specialist is aware of the profession of journalists and they are seeking to 278

M

SD

3.86 0.964

get the organization's news
The specialized employee in media knows the importance of the role of the press, 275

4.05 0.937

which makes him/her/them capable of building positive media relations with
journalists
The specialized employee in media can distinguish the type of news and information 269

3.93 0.971

that the journalist wants, and this leads to building trust and forming a positive media
relationship between the two parties
The specialized employee in media has the motive to build media relations with 270

4.13 0.935

journalists because he/her/they knows the importance of this type of relationship in
their work
The specialized employee in media realizes the importance of having media relations 268

4.20 0.879

with journalists because it has a positive impact on spreading the organization’s news
and developing its reputation
The specialized employee in media is aware that the profession of media and public 267

4.00 0.991

relations is based on ethical standards for the profession

Participants stated in the first item above the average of the 5-Likert scale which 1 =
strongly disagree to 5 = strongly agree. About 73% reported being either agree or strongly
agree with a reported mean, of 3.86 and a standard deviation, SD of 0.964, (M = 3.86, SD =
.964), that they agreed with the media specialist awareness of the profession of journalists,
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and they are seeking to get the organization’s news. The second item asked if the specialized
employee in media knows the importance of the role of the press that makes it build positive
media relations with the journalists and the participants reported (M = 4.05, SD of 0.937).
This indicated that most of the participants agreed that specialized employee in media knows
the importance of the role of the press. The third item inquired about the specialized media
employee been able to distinguish the types of news and information that journalist wants and
that leads to building trust and forming a positive media relationship between the two parties,
the responses of the participants reported (M = 3.93, SD = 0.971) which showed that about
75% of the participants agree with this question. The fourth item investigated if the
specialized employee in media has a motivation of building media relations with journalists
and the participant's response had (M = 4.13, SD = 0.935) which indicated that the majority
agreed to this element to be effective in media and public relations in their work. The fifth
item focused on whether the specialized employee in media realizes the importance of having
media relations with journalists since it does have a positive impact in spreading the
organization’s news and develop its reputation, and about 85% of the participants agreed on
the importance while less than 5% disagreed on this and it was reported with (M = 4.20, SD =
0.879). The last item in the question asked if the specialized employee in the media is aware
of the ethical standards for the professions as the media and public relations are based on it,
as this improv the media and public relations and about 73% of the participants agreed while
less than 8% of the participants disagreed. There was (M = 4, SD = 0.8789). This indicated
that the specialized employee in media is aware that the profession of media and public
relations is based on ethical standards for the profession.
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Media Relations Plan in Media and Public Relations Departments
Q2: Do media relations plans relate to increasing the spread of news and information about
Saudi governmental organizations?
The second research question was designed to investigate whether media relations plan
to increase the spread of news and information about Saudi governmental organizations. Six
items were developed to find the opinion of the participants about the media relations plan, a
descriptive analysis was run and the result is shown in Table 5 below.
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Table 5
Participants responses about the media relations plan
n

M

SD

the 279

4.03

0.911

The media relations plan helps to identify the media (such as 273

4.24

0.800

4.09

0.844

4.23

0.861

4.23

0.800

4.23

0.838

The

media

relations

plan

contributes

to

spreading

organization’s news in a professional manner

Television, newspapers, social media, etc.) that are useful for
spreading the organization's news
The media relations plan facilitates the work of the media activities 273
carried out by the organization (media activities, for instance, press
conferences)
The media relations plan helps in spreading positive information 271
about the organization that has an effect on building a positive
reputation for the organization
The media relations plan contributes to promoting the products, 274
programs, and projects of the organization
The media relations plan is considered necessary in order to make 272
the media work in a professional manner

Participants stated in the first item was above the average of the 5-Likert scale that 1 =
strongly disagree to 5 = strongly agree. About 81% of the participants reportedly agree with
the question and there was a reported (M = 4.03, SD = 0.911) that they agreed that media
relations plan contributes to professionally spreading the organization’s news. The second
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item focused on whether a media relations plan can help in identifying the media that are
useful for spreading the organization’s news and about 85% of the participants agreed that
and it was reported that (M = 4.24, SD = 0.800). This indicated that most of the participants
agreed that a media relations plan helps to identify the media that are useful for spreading the
organization’s news. The third item focused on whether the media relations plan facilitates
the work of the media activities carried out by the organizations such as press conferences
etc. and the responses of the participants reported (M = 4.09, SD = 0.844) which showed that
about 83% of the participants agreed that media relations plan facilitates the work of the
media activities carried out by the organization. The fourth item investigated whether a media
relations plan helps in spreading positive information about the organization and (M = 4.23,
SD = 0.861) was reported from the participants and more than 80% of the participant agreed
that media relations plan helps in spreading positive information about the organization and
that has an effect on building a positive reputation for the organization. The fifth item focused
on whether the media relations plan contributes to promoting the products, programs, and
projects of the organization. From the responses of the participants about 88% of the
participants agreed that media relations plan contributes to promoting the products, programs,
and projects of the organization and it was reported with (M = 4.23, SD = 0.800). The last
item asked whether the media relations plan is considered necessary to make the media work
professionally and about 85% of the participants agreed while less than 5% of the participants
disagreed. There was (M = 4.23, SD = 0.838). This indicated that the media relations plan is
necessary to make the media work professionally.
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CHAPTER 4
DISCUSSION
This dissertation explored the reality of media relations in Saudi governmental
organizations. It is important because it revealed the weaknesses and strengths of media
relations in governmental organizations in Saudi Arabia. After the dissertation studied the
reality of media relations in the Saudi governmental organizations, this paper revealed that
media competencies and work relating to media relations plans have a great role in the
development of the field of media and public relations in Saudi government organizations.
Thus, this dissertation showed that belief in these concepts proposed have an impact on the
development of the field of media and public relations in Saudi governmental organizations,
and this is consistent with the Saudi Vision 2030, which aims to develop this field (Saudi
Vision. 2020). Several important results have been demonstrated by this dissertation which
are explained below. The results of this dissertation can lead to effective and modern ideas
that contribute to making the media relations in Saudi Arabia more professional. To address
these points, this chapter discusses the findings of the hypotheses and the research questions
of the dissertation. Also, this chapter discusses the limitations that this dissertation
encountered, as well as discusses contributions, and proposed future research.
Media Competencies
Hypothesis one (H1) assumed that media competencies in Saudi governmental
organizations relate positively to building relationships with journalists and media
organizations. Thus, H1 was statistically and significantly supported as shown in table 2. This
hypothesis showed a positive relationship between media competencies in governmental
organizations and journalists and media organizations. Testing this hypothesis revealed
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important results that deserve mention. One of the most important results is that media
competencies in Saudi governmental organizations can create a professional atmosphere that
leads to the formation of positive and beneficial relationships with journalists and media
organizations. The first main research question (RQ1) and its items helped to reach results
that contributed to proving the hypothesis and providing many important results.
RQ1 was designed to identify the important factors that must be had in media
competencies in order to build positive and effective relationships with journalists and their
media organizations. This dissertation analyzed and explored those factors. The analysis
presented showed results indicating the importance of employing media competencies in
government organizations because they own unique factors that make their media work more
professional in building media relations. This research question contained 6 items that aimed
to explore the main factors that make media competencies able to build relationships with
journalists.
In the first item, the majority of participants agreed that the media specialist is aware
of the job of journalists and their quest to obtain news from government organizations. This
result suggests that media competencies own awareness about the profession of journalism,
and this contributes to creating a positive relationship and the understanding between the two
parties is at a high level. In the second item, most participants agreed that the media specialist
knows the importance of the press and its media role. This result suggests that media
competencies know how journalism can serve their government organizations and this leads
to the achievement of the media goals of the organization. Thus, this helps in creating
positive media relations between media competencies in governmental organizations and
journalists and journalistic organizations (PRSA, 2021). In the third item, most participants
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agreed that the media specialist can distinguish between the news that the journalists need
and provide them to him/her (Supa, 2008), and thus this helps the media specialist build trust
with journalists and their organizations (Tallapragada et al., 2012). This result leads to that
media competencies know how to build trust with journalists, as trust is one of the most
important elements of relationships between people as well as in the workplace.
In the fourth item, most of the participants agreed that the media specialist is
motivated (McClelland, 1973) to build media relations with journalists. That is because the
media specialist knows that this type of relationship serves the organization in spreading its
important news and may help achieve some of the organization's general goals. The fifth
element, most of the participants agreed that the media specialist realizes the importance of
media relations with journalists. This leads to the spreading the organization's news and thus
builds its reputation well. This result gives the impression that media relations contribute to
building the reputation of the organization in a professional manner. In the sixth element,
most of the participants agreed that the media specialist is aware that the profession of media
and public relations is based on ethical standards of the profession (PRSA, 2021). Therefore,
this understanding contributes to the positive formation of media relations with journalists
and media organizations, and this relationship is based on professional principles and values
that serve the relationship.
Media Relations Plans
The second Hypothesis (H2) showed that the media relations plan in the Saudi
governmental organizations has a positive relationship to increasing the spread of news and
information about the governmental organizations. Thus, H2 was statistically and
significantly supported. By testing this hypothesis, important results were revealed that
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deserve to be mentioned. One of the most important results of this hypothesis is that the
media relations plan can determine the appropriate media tactics for the organizations. Thus,
this helps to achieve the organizations' strategic media goals. Media relations plan use tactics
like determining the use of appropriate media, for instance, social media. Strategies are like
building a reputation.
H2 was tested by RQ2 which has some items provided to explore how media relations
plan in the Saudi governmental organizations has a positive relationship to increasing the
spread of news and information about the governmental organizations. These items were
intended to measure the differences in responses about some factors that referred to the
importance of working based on a media relations plan. These factors are like understanding
the professional manner of media relations plan, identifying the useful media, facilitating
work of media activities, the building of reputation, the promoting of organization's activities,
and the necessity of having a media relations plan.
Most of the participants in the survey indicated that the media relations plan has a
large and influential role in spreading news and information about Saudi governmental
organizations. The items used to test the second hypothesis led to important detailed results.
In the first item, the participants agreed that the media relations plan contributes to spreading
the organization's news in a professional manner (Turk, 1985). This means that the media
relations plan can distinguish the quality of important news that serves the goals of the
organization (Ridgway, 1996). In the second item, most of the participants agreed that the
media relations plan helps in identifying the best media to publish and convey the news and
messages of the organization. The reason for this is that the media relations plan can identify
the target audience and thus media relations plan contribute to identifying the appropriate
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media for that audience. In the third element, the majority of participants agreed that the
media relations plan facilitates the work of media activities in the organization such as press
conferences. The reason for this is that the media relations plan determines the steps for
media events such as press conferences and who are the right people to represent the
organization in the media. This result revealed that the media relations plan can make the
necessary steps for all media events such as press interviews, media campaigns, media
coverage, etc.
In the fourth element, the majority of participants agreed that the media relations plan
has a strategic media role for the organization through building a reputation. This outcome
showed that the media builds reputation by spreading the organization's news (Etta, 2017)
over the long term. Thus, this leads people who follow the news and media a lot to have
constant exposure to the name of the organization and thus to build a positive reputation
about it. In the fifth element, most of the participants agreed that the media relations plan has
an impact in promoting the programs and products of Saudi governmental organizations. This
result shows that the media relations plan plays an important role in clarifying its efforts and
achievements. A few participants disagreed on this point. This study found that some of the
participants disagreed with that item because some media specialists in Saudi Arabia believe
that the media relations plan has no relationship with the promotion of products, and the
promotion is related to the field of marketing not the media. In the sixth element, the majority
of participants agreed that a media relations plan is necessary because it makes media work
more professional (Ridgway, 1996) in Saudi government organizations. Therefore, all the
mentioned items indicated that the media relations plan has a positive relationship to
increasing the spread of news and information about the Saudi governmental organizations.
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In addition, the mentioned results showed that the media relations plan has a strategic role in
achieving the goals of Saudi governmental organizations.
In conclusion, these results revealed the importance of employing specialized media
competencies in public relations and media departments in Saudi governmental organizations
because media competencies are fully aware of the importance of building media relations
with journalists and their organizations. Also, the results showed the importance of working
based on media relations plans in Saudi governmental organizations. These media relations
plans contribute to the spreading of the organization's news and information; thus, it helps in
achieving their short and long-term media goals.
Limitations
This study shows the importance of employing media competencies and working
according to media relations plans. Thus, this leads to the development of the field of media
relations in Saudi government organizations by creating more positive relationships between
the government organizations and the media, and spreading the news and information about
the government organizations in the media. The study showed important results and
dimensions for the field of media relations. However, there are some limitations that the
study encountered.
Usage of the online survey had significant benefits such as more efficiency to many
participants, less time to gain many answers, and lower cost (Duffy et al., 2005). But in
contrast, there were limitations in using the online survey. Among these limitations is that
many of the target sample did not respond to the WhatsApp invitation that invited them to
participate. It is possible that some are suspicious of such electronic messages, especially
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with the spread of phishing messages and viruses spreading during this time and age. This
may be the reason for some not responding to the WhatsApp invitation.
Second, one of the limitations that this study faced is the lack of scientific studies in
the field of media relations in Saudi Arabia. This study tried to rely on some sources, but
there were not enough sources that refer to the concept of media relations in Saudi Arabia.
This limitation led the researcher to make an online survey that contributes to knowing the
reality of media relations in Saudi Arabia.
Third, this study explores the reality of media relations in Saudi governmental
organizations. Therefore, the results of this study cannot be generalized to the field of media
and public relations in the Saudi private sector. The reason for this is because the Saudi
private sector has a system and administrative structures that differ from the government
sector.
Contributions
This study is an important addition to the field of media relations in Saudi Arabia
because it helps to guide how to improve this field. The field of public relations and media is
growing and developing rapidly and thus needs guidelines and structure in order to instill
trust and accountability. As a result, this study keeps pace with these developments in order
to provide a comprehensive explanation of the reality of media relations in Saudi Arabia.
Also, this study is important because it helps to identify opportunities that may contribute to
the development of public relations and the media in Saudi Arabia. The field of public
relations and media is witnessing great development and expansion in Saudi Arabia.
Therefore, this study can help practitioners in public relations and media to know the reality
of the field, how to develop it, and what it needs. Also, this study is considered one of the
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main modern scientific studies in the field of Saudi media relations. Consequently, this study
is an important addition to the field of Saudi media relations because it provided some
significant results that could be added to knowledge of the theory and research in this area.
The Saudi Vision 2030 aims to develop the country in many fields, and the media and
public relations field is one of them. The aim of this study is be compatible with the
objectives of the Saudi Vision in developing media and public relations in the country's
organizations. Also, Saudi Arabia today has become more open to the countries of the world,
and this study gives a sufficient impression about the reality of media relations for those
outside Saudi Arabia who are interested in learning about this field. Furthermore, this study
may be an opportunity for researchers in the same field from the Arab Gulf countries to apply
the same study and using the theory that this study used in their countries because the Saudi
governmental organization system is somewhat similar to the governmental organization
systems in some other Arabian Gulf countries.
Future Research
Saudi Arabia seeks to highlight its image globally by presenting its achievements and
its economy, tourism, social traditions, and others (Saudi Vision, 2020). Highlighting the
image may require major media efforts in order to reach people around the world. Therefore,
this paper proposes future research on the role of international media relations in highlighting
the image of the Kingdom of Saudi Arabia, globally. This future study may explore the
importance of international media relations in highlighting the image of the country. Also, it
is possible that this future study may explore effective ways in how to build international
media relations with journalists around the world.
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Appendix A
English WhatsApp Invitation
Dear Ladies and Gentlemen,
My name is Turki Alrashid. I am a Ph.D. candidate at the University of North Dakota, and I
am currently conducting a study is titled "Exploring the reality of media relations in
governmental organizations in Saudi Arabia".
This research study aims to understanding the importance of employing media competencies
and working based on media relations plans that could positively impact the development of
the field of media relations in Saudi Arabia.
You are invited to participate in this survey which takes about 3 to 5 minutes.
The target group to participate in this questionnaire are current employees or those who have
previously worked in one of the communication, public relations and media departments in
the Saudi government sector.
Please kindly answer all questions as accurately as you can. Participation in the questionnaire
is voluntary and all data will be anonymous.
You can skip any questions or stop at any time.
You can select Arabic or English to participate.
Questionnaire link: https://und.qualtrics.com/jfe/form/SV_3xjhIg4BnAGsJfM
Please share this WhatsApp invitation with others who are working in the same field, if
possible.
Thank you for your cooperation in advance
Turki Alrashid
PhD Candidate
Communication Department, University of North Dakota
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Appendix B
Arabic WhatsApp Invitation
ﺍﻟﺴﻼﻡ ﻋﻠﻴﻜﻢ ﻭﺭﺣﻤﺔ ﷲ ﻭﺑﺮﻛﺎﺗﻪ،
ﺍﻟﺴﺎﺩﺓ ﻭﺍﻟﺴﻴﺪﺍﺕ ﺍﻟﻜﺮﺍﻡ ..
ﺃﻧﺎ ﺗﺮﻛﻲ ﺁﻝ ﺭﺷﻴﺪ ،ﻣﺮﺷﺢ ﺩﻛﺘﻮﺭﺍﻩ ﻓﻲ ﺟﺎﻣﻌﺔ ﺷﻤﺎﻝ ﺩﺍﻛﻮﺗﺎ ،ﻭﺃﻗﻮﻡ ﺣﺎﻟﻴﺎ ﺑﺪﺭﺍﺳﺔ ﺑﻌﻨﻮﺍﻥ )ﺍﺳﺘﻜﺸﺎﻑ ﻭﺍﻗﻊ ﺍﻟﻌﻼﻗﺎﺕ
ﺍﻹﻋﻼﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻨﻈﻤﺎﺕ ﺍﻟﺤﻜﻮﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻤﻠﻜﺔ ﺍﻟﻌﺮﺑﻴﺔ ﺍﻟﺴﻌﻮﺩﻳﺔ(.
ﻫﺬﻩ ﺍﻟﺪﺭﺍﺳﺔ ﺍﻟﺒﺤﺜﻴﺔ ﺗﺴﻌﻰ ﺇﻟﻰ ﻓﻬﻢ ﺃﻫﻤﻴﺔ ﺗﻮﻅﻴﻒ ﺍﻟﻜﻔﺎءﺍﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻭﺍﻟﻌﻤﻞ ﻋﻠﻰ ﺃﺳﺎﺱ ﺧﻄﻂ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﺍﻟﺘﻲ ﻣﻦ
ﺍﻟﻤﻤﻜﻦ ﺃﻥ ﺗﺆﺛﺮ ﺇﻳﺠﺎﺑﻴﺎ ﻋﻠﻰ ﺗﻄﻮﺭ ﻣﺠﺎﻝ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻤﻠﻜﺔ ﺍﻟﻌﺮﺑﻴﺔ ﺍﻟﺴﻌﻮﺩﻳﺔ.
ﺍﻧﺖ ﻣﺪﻋﻮ ﻟﻠﻤﺸﺎﺭﻛﺔ ﻓﻲ ﻫﺬﺍ ﺍﻻﺳﺘﺒﻴﺎﻥ ﺍﻟﺬﻱ ﻗﺪ ﻳﺴﺘﻐﺮﻕ ﺣﻮﺍﻟﻲ  3ﺍﻟﻰ  5ﺩﻗﺎﺋﻖ.
ﺍﻟﻔﺌﺔ ﺍﻟﻤﺴﺘﻬﺪﻓﺔ ﻟﻠﻤﺸﺎﺭﻛﺔ ﻓﻲ ﻫﺬﺍ ﺍﻻﺳﺘﺒﻴﺎﻥ ﻫﻢ ﺍﻟﻌﺎﻣﻠﻴﻦ ﺍﻟﺤﺎﻟﻴﻴﻦ ﺃﻭ ﻣﻦ ﺳﺒﻖ ﻟﻬﻢ ﺍﻟﻌﻤﻞ ﻓﻲ ﺇﺣﺪﻯ ﺇﺩﺍﺭﺍﺕ ﺍﻻﺗﺼﺎﻝ
ﻭﺍﻟﻌﻼﻗﺎﺕ ﺍﻟﻌﺎﻣﺔ ﻭﺍﻹﻋﻼﻡ ﻓﻲ ﺍﻟﻘﻄﺎﻉ ﺍﻟﺤﻜﻮﻣﻲ ﺍﻟﺴﻌﻮﺩﻱ.
ﻳﺮﺟﻰ ﺍﻟﺘﻜﺮﻡ ﺑﺎﻹﺟﺎﺑﺔ ﻋﻠﻰ ﺟﻤﻴﻊ ﺍﻷﺳﺌﻠﺔ ﺑﺪﻗﺔ ﻗﺪﺭ ﻣﺎ ﺍﺳﺘﻄﻌﺖ .ﺍﻟﻤﺸﺎﺭﻛﺔ ﻓﻲ ﺍﻻﺳﺘﺒﻴﺎﻥ ﺍﺧﺘﻴﺎﺭﻳﺔ ﻭﺳﺘﻌﺎﻣﻞ ﺑﺴﺮﻳﺔ ﺗﺎﻣﺔ،
ﻭﻳﻤﻜﻨﻚ ﺗﺨﻄﻲ ﺃﻱ ﺳﺆﺍﻝ ﺍﻭ ﺍﻟﺘﻮﻗﻒ ﻓﻲ ﺃﻱ ﻭﻗﺖ ﻣﻊ ﺇﻣﻜﺎﻧﻴﺔ ﺗﺤﺪﻳﺪ ﺍﻟﻠﻐﺔ ﺍﻟﻌﺮﺑﻴﺔ ﺍﻭ ﺍﻻﻧﺠﻠﻴﺰﻳﺔ ﻟﻠﻤﺸﺎﺭﻛﺔ.
ﺭﺍﺑﻂ ﺍﻻﺳﺘﺒﺎﻧﺔhttps://und.qualtrics.com/jfe/form/SV_3xjhIg4BnAGsJfM :
ﻓﻀﻼ ﻧﺸﺮ ﻭﻣﺸﺎﺭﻛﺔ ﻫﺬﻩ ﺍﻟﺪﻋﻮﺓ ﻣﻊ ﺍﻻﺧﺮﻳﻦ ﻣﻤﻦ ﻳﻌﻤﻠﻮﻥ ﻓﻲ ﻧﻔﺲ ﺍﻟﻤﺠﺎﻝ ﺇﻥ ﺃﻣﻜﻦ.
ﺷﺎﻛﺮ ﻟﻜﻢ ﺗﻌﺎﻭﻧﻜﻢ ﻣﻘﺪﻣﺎ ً.
ﺗﺮﻛﻲ ﺁﻝ ﺭﺷﻴﺪ
ﻣﺮﺷﺢ ﺩﻛﺘﻮﺭﺍﻩ
ﻗﺴﻢ ﺍﻻﺗﺼﺎﻝ
ﺟﺎﻣﻌﺔ ﺷﻤﺎﻝ ﺩﺍﻛﻮﺗﺎ
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Appendix C

English Survey
UNIVERSITY OF NORTH DAKOTA
Institutional Review Board
Study Information Sheet
Title of Project: Exploring the Reality of Media Relations in Governmental Organizations in
Saudi Arabia
Principal Investigator: Turki Ali Alrashid, turki.alrashid@und.edu
Advisor: Dr. Pamela Kalbfleisch, 701.777.6369, pamela.kalbfleisch@UND.edu
Purpose of the Study:
This research study aims to understanding the importance of employing media competencies and
working based on media relations plans that could positively impact the development of the field of
media relations in governmental organizations in Saudi Arabia.

Procedures to be followed:
You will be asked to answer 18 questions on a survey. Please answer them carefully.
If you are not working in Saudi's government sector and media and public relations
department, please don't answer the survey.
Risks:
There are no risks in participating in this research beyond those experienced in everyday life.
Benefits:
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This research might provide a better understanding about how important is employing media
competencies and working based on media relations plans that could positively impact the
development of the field of media relations in governmental organizations in Saudi Arabia.
Duration:
It will take about 3-5 minutes to complete the questions.
Statement of Confidentiality:
The survey does not ask for any information that would identify who the responses belong to.
Therefore, your responses are recorded anonymously. If this research is published, no
information that would identify you will be included.
All survey responses that we receive will be treated confidentially and stored on a secure
server. However, given that the surveys can be completed from any computer (e.g., personal,
work, school), we are unable to guarantee the security of the computer on which you choose
to enter your responses. As a participant in our study, we want you to be aware that certain
"key logging" software programs exist that can be used to track or capture data that you enter
and/or websites that you visit.
Right to Ask Questions:
The researcher conducting this study is Turki Alrashid. You may ask any questions you have
now turki.alrashid@und.edu . If you later have questions, concerns, or complaints about the
research please contact Dr. Pamela Kalbfleisch, 701.777.6369,
pamela.kalbfleisch@UND.edu during the day.
If you have questions regarding your rights as a research subject, you may contact The
University of North Dakota Institutional Review Board at (701) 777-4279 or
UND.irb@UND.edu. You may contact the UND IRB with problems, complaints, or concerns
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about the research. Please contact the UND IRB if you cannot reach research staff, or you
wish to talk with someone who is an informed individual who is independent of the research
team.

General information about being a research subject can be found on the Institutional Review
Board website “Information for Research Participants”
http://und.edu/research/resources/human-subjects/research-participants.html

Compensation:
You will not receive compensation for your participation.

Voluntary Participation:
You do not have to participate in this research. You can stop your participation at any time.
You may refuse to participate or choose to discontinue participation at any time without
losing any benefits to which you are otherwise entitled.
You do not have to answer any questions you do not want to answer.
You must be 18 years of age older to participate in this research study.
Completion and return of the survey implies that you have read the information in this form
and consent to participate in the research.
Please keep this form for your records or future reference.
- I agree to participate
- I don't agree to participate
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Online Survey
Table 1: Demographic Data
1- How old are you? (Please write your age in numbers)
2- What is your sex?
1) Male
2) Female
3- What is your educational level?
1) Less than a high school diploma
2) High school degree or equivalent (e.g., GED)
3) Some college, no degree
4) Associate degree (e.g., AA, AS)
5) Bachelor’s degree (e.g., BA, BS)
6) Master’s degree (e.g., MA, MS, MEd)
7) Professional degree (e.g., MD, DDS, DVM)
8) Doctorate (e.g., PhD, EdD)
4- What is your current employment status?
1) Employed full time
2) Employed part-time
3) Retired
5- How long have you been employed in the Media and Public relations Departments in the
government sector?
(Write your answer in numbers)
6- In which region of Saudi Arabia do you work?
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1) Middle Region
2) East Region
3) West Region
4) South Region
5) North Region
6) Outside Saudi Arabia

Table 2: Media Competencies
7- The media specialist is aware of the profession of journalists and their seeking to get the
organization's news
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree
8- The specialized employee in media knows the importance of the role of the press, which
makes him/her/them capable of building positive media relations with journalists
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree
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9- The specialized employee in media can distinguish the type of news and information
that the journalist wants, and this leads to building trust and forming a positive media
relationship between the two parties
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree
10- The specialized employee in media has the motive to build media relations with
journalists because he/her/they knows the importance of this type of relationship in their
work
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree
11- The specialized employee in media realizes the importance of having media relations
with journalists because it has a positive impact on spreading the organization’s news and
the development of its reputation
1) Strongly Disagree
2) Disagree
3) Neutral
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4) Agree
5) Strongly Agree
12- The specialized employee in media is aware that the profession of media and public
relations is based on ethical standards for the profession
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree

Table 3: Media Relations Plans
13- The media relations plan contributes to spreading the organization’s news in a
professional manner.
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree
14- The media relations plan helps to identify the media (such as Television, Newspaper,
Social media, etc.) that are useful for spreading the organization's news.
1) Strongly Disagree
2) Disagree
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3) Neutral
4) Agree
5) Strongly Agree
15- The media relations plan facilitates the work of the media activities carried out by the
organization (media activities, for instance press conferences).
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree
16- The media relations plan helps in spreading positive information about the organization
that has an effect on building a positive reputation for the organization
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree
17- The media relations plan contributes to promoting the products, programs and projects
of the organization
1) Strongly Disagree
2) Disagree
3) Neutral
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4) Agree
5) Strongly Agree
18- The media relations plan is considered necessary in order to make the media work in a
professional manner
1) Strongly Disagree
2) Disagree
3) Neutral
4) Agree
5) Strongly Agree
Thank you so much for your time spent taking this survey
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Appendix D
Arabic Survey
ﺟﺎﻣﻌﺔ ﺷﻤﺎﻝ ﺩﺍﻛﻮﺗﺎ
ﻣﺠﻠﺲ ﺍﻟﻤﺮﺍﺟﻌﺔ ﺍﻟﻤﺆﺳﺴﻴﺔ
ﻭﺭﻗﺔ ﻣﻌﻠﻮﻣﺎﺕ ﺍﻟﺪﺭﺍﺳﺔ
ﻋﻨﻮﺍﻥ ﺍﻟﻤﺸﺮﻭﻉ :ﺍﺳﺘﻜﺸﺎﻑ ﻭﺍﻗﻊ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻨﻈﻤﺎﺕ ﺍﻟﺤﻜﻮﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻤﻠﻜﺔ ﺍﻟﻌﺮﺑﻴﺔ ﺍﻟﺴﻌﻮﺩﻳﺔ.
ﺍﻟﺒﺎﺣﺚ ﺍﻟﺮﺋﻴﺴﻲ :ﺗﺮﻛﻲ ﺑﻦ ﻋﻠﻲ ﺍﻝ ﺭﺷﻴﺪ turki.alrashid@und.edu
ﺍﻟﻤﺴﺘﺸﺎﺭ :ﺍﻟﺪﻛﺘﻮﺭﺓ ﺑﺎﻣﻴﻼ ﻛﺎﻟﺒﻔﻠﻴﺶ pamela.kalbfleisch@UND.edu ، 701.777.6369
ﺍﻟﻐﺮﺽ ﻣﻦ ﺍﻟﺪﺭﺍﺳﺔ:
ﺗﺴﻌﻰ ﻫﺬﻩ ﺍﻟﺪﺭﺍﺳﺔ ﺍﻟﺒﺤﺜﻴﺔ ﺇﻟﻰ ﻓﻬﻢ ﺃﻫﻤﻴﺔ ﺗﻮﻅﻴﻒ ﺍﻟﻜﻔﺎءﺍﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻭﺍﻟﻌﻤﻞ ﻋﻠﻰ ﺃﺳﺎﺱ ﺧﻄﻂ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻭﺍﻟﺘﻲ
ﻳﻤﻜﻦ ﺃﻥ ﺗﺆﺛﺮ ﺑﺸﻜﻞ ﺇﻳﺠﺎﺑﻲ ﻋﻠﻰ ﺗﻄﻮﺭ ﻣﺠﺎﻝ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻨﻈﻤﺎﺕ ﺍﻟﺤﻜﻮﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻤﻠﻜﺔ ﺍﻟﻌﺮﺑﻴﺔ ﺍﻟﺴﻌﻮﺩﻳﺔ.
ﺍﻹﺟﺮﺍءﺍﺕ ﺍﻟﻮﺍﺟﺐ ﺍﺗﺒﺎﻋﻬﺎ:
ً
ﺳﻴُﻄﻠﺐ ﻣﻨﻚ ﺍﻹﺟﺎﺑﺔ ﻋﻠﻰ 18
ﺳﺆﺍﻻ ﻓﻲ ﺍﻻﺳﺘﺒﻴﺎﻥ .ﺍﻟﺮﺟﺎء ﺍﻹﺟﺎﺑﺔ ﻋﻠﻴﻬﺎ ﺑﻌﻨﺎﻳﺔ.
ﺇﺫﺍ ﻛﻨﺖ ﻻ ﺗﻌﻤﻞ ﻓﻲ ﺍﻟﻘﻄﺎﻉ ﺍﻟﺤﻜﻮﻣﻲ ﺍﻟﺴﻌﻮﺩﻱ ﻭﺇﺩﺍﺭﺓ ﺍﻹﻋﻼﻡ ﻭﺍﻟﻌﻼﻗﺎﺕ ﺍﻟﻌﺎﻣﺔ ،ﻣﻦ ﻓﻀﻠﻚ ﻻ ﺗﺠﻴﺐ ﻋﻠﻰ ﺍﻻﺳﺘﺒﻴﺎﻥ.
ﺍﻟﻤﺨﺎﻁﺮ:
ﻻ ﺗﻮﺟﺪ ﻣﺨﺎﻁﺮ ﻋﻠﻰ ﺍﻟﻤﺸﺎﺭﻛﺔ ﻓﻲ ﻫﺬﺍ ﺍﻟﺒﺤﺚ ﺑﺨﻼﻑ ﺗﻠﻚ ﺍﻟﺘﻲ ﺗﻤﺖ ﺗﺠﺮﺑﺘﻬﺎ ﻓﻲ ﺍﻟﺤﻴﺎﺓ ﺍﻟﻴﻮﻣﻴﺔ.
ﺍﻟﻔﻮﺍﺋﺪ:
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ﺳﻴﻮﻓﺮ ﻫﺬﺍ ﺍﻟﺒﺤﺚ ﻓﻬﻤﺎ ً ﺃﻓﻀﻞ ﻟﻤﺪﻯ ﺃﻫﻤﻴﺔ ﺗﻮﻅﻴﻒ ﺍﻟﻜﻔﺎءﺍﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻭﺍﻟﻌﻤﻞ ﻭﻓﻘﺎ ً ﻟﺨﻄﻂ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻭﺍﻟﺘﻲ ﻳﻤﻜﻦ
ﺃﻥ ﺗﺆﺛﺮ ﺑﺸﻜﻞ ﺇﻳﺠﺎﺑﻲ ﻋﻠﻰ ﺗﻄﻮﻳﺮ ﻣﺠﺎﻝ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻨﻈﻤﺎﺕ ﺍﻟﺤﻜﻮﻣﻴﺔ ﻓﻲ ﺍﻟﻤﻤﻠﻜﺔ ﺍﻟﻌﺮﺑﻴﺔ ﺍﻟﺴﻌﻮﺩﻳﺔ.
ﺍﻟﻤﺪﺓ:
ﺳﻴﺴﺘﻐﺮﻕ ﺇﻛﻤﺎﻝ ﺍﻷﺳﺌﻠﺔ ﺣﻮﺍﻟﻲ  5-3ﺩﻗﺎﺋﻖ.
ﺑﻴﺎﻥ ﺍﻟﺨﺼﻮﺻﻴﺔ:
ﻻ ﻳﻄﻠﺐ ﺍﻻﺳﺘﻄﻼﻉ ﺃﻱ ﻣﻌﻠﻮﻣﺎﺕ ﺗﺤﺪﺩ ﻫﻮﻳﺔ ﺍﻟﻤﺸﺎﺭﻙ ﻓﻲ ﺍﻻﺳﺘﺒﻴﺎﻥ ،ﻣﺜﻞ ﺍﻻﺳﻢ .ﻟﺬﻟﻚ ،ﻳﺘﻢ ﺗﺴﺠﻴﻞ ﺭﺩﻭﺩﻙ ﺑﺸﻜﻞ ﻣﺠﻬﻮﻝ.
ﺇﺫﺍ ﺗﻢ ﻧﺸﺮ ﻫﺬﺍ ﺍﻟﺒﺤﺚ ،ﻓﻠﻦ ﻳﺘﻢ ﺗﻀﻤﻴﻦ ﺃﻱ ﻣﻌﻠﻮﻣﺎﺕ ﻣﻦ ﺷﺄﻧﻬﺎ ﺃﻥ ﺗﺤﺪﺩ ﻫﻮﻳﺘﻚ.
ﻧﻈﺮﺍ ﻹﻣﻜﺎﻧﻴﺔ ﺇﻛﻤﺎﻝ
ﺳﻴﺘﻢ ﺍﻟﺘﻌﺎﻣﻞ ﻣﻊ ﺟﻤﻴﻊ ﺭﺩﻭﺩ ﺍﻻﺳﺘﻄﻼﻉ ﺍﻟﺘﻲ ﻧﺘﻠﻘﺎﻫﺎ ﺑﺴﺮﻳﺔ ﻭﺗﺨﺰﻳﻨﻬﺎ ﻋﻠﻰ ﺧﺎﺩﻡ ﺁﻣﻦ .ﻭﻣﻊ ﺫﻟﻚً ،
ﺍﻻﺳﺘﺒﻴﺎﻥ ﻣﻦ ﺃﻱ ﺟﻬﺎﺯ ﻛﻤﺒﻴﻮﺗﺮ )ﻋﻠﻰ ﺳﺒﻴﻞ ﺍﻟﻤﺜﺎﻝ ،ﺍﻟﺤﺎﺳﺐ ﺍﻟﺸﺨﺼﻲ ،ﺃﻭ ﻓﻲ ﺍﻟﻌﻤﻞ ،ﺃﻭ ﺍﻟﻤﺪﺭﺳﺔ( ،ﻓﺈﻧﻨﺎ ﻏﻴﺮ ﻗﺎﺩﺭﻳﻦ ﻋﻠﻰ
ﺿﻤﺎﻥ ﺃﻣﺎﻥ ﺍﻟﻜﻤﺒﻴﻮﺗﺮ ﺍﻟﺬﻱ ﺗﺨﺘﺎﺭ ﺇﺩﺧﺎﻝ ﺭﺩﻭﺩﻙ ﻋﻠﻴﻪ .ﺑﺼﻔﺘﻚ ﻣﺸﺎﺭ ًﻛﺎ ﻓﻲ ﺩﺭﺍﺳﺘﻨﺎ ،ﻳﺮﺟﻰ ﺍﻟﺘﺄﻛﺪ ﻣﻦ ﻋﺪﻡ ﻭﺟﻮﺩ ﺑﻌﺾ
ﺑﺮﺍﻣﺞ " "key loggingﺍﻟﺘﻲ ﻳﻤﻜﻦ ﺍﺳﺘﺨﺪﺍﻣﻬﺎ ﻟﺘﺘﺒﻊ ﺃﻭ ﺍﻟﺘﻘﺎﻁ ﺍﻟﺒﻴﻨﺎﺕ ﺍﻟﺘﻲ ﺗﺪﺧﻠﻬﺎ ﻭ/ﺃﻭ ﻣﻮﺍﻗﻊ ﺍﻟﻮﻳﺐ ﺍﻟﺘﻲ ﺗﺰﻭﺭﻫﺎ .
ﺍﻟﺤﻖ ﻓﻲ ﻁﺮﺡ ﺍﻷﺳﺌﻠﺔ:
ﺍﻟﺒﺎﺣﺚ ﺍﻟﺬﻱ ﺃﺟﺮﻯ ﻫﺬﻩ ﺍﻟﺪﺭﺍﺳﺔ ﻫﻮ ﺗﺮﻛﻲ ﺑﻦ ﻋﻠﻲ ﺁﻝ ﺭﺷﻴﺪ .ﻳﻤﻜﻨﻚ ﻁﺮﺡ ﺃﻱ ﺃﺳﺌﻠﺔ ﻟﺪﻳﻚ ﺍﻵﻥ
 .turki.alrashid@und.eduﺇﺫﺍ ﻛﺎﻧﺖ ﻟﺪﻳﻚ ﺃﺳﺌﻠﺔ ﺃﻭ ﻣﺨﺎﻭﻑ ﺃﻭ ﺷﻜﺎﻭﻯ ﻓﻴﻤﺎ ﺑﻌﺪ ﺣﻮﻝ ﺍﻟﺒﺤﺚ ،ﻓﻴﺮﺟﻰ ﺍﻻﺗﺼﺎﻝ ﺑﺎﻟﺪﻛﺘﻮﺭﺓ
ﺑﺎﻣﻴﻼ ﻛﺎﻟﺒﻔﻠﻴﺶ  pamela.kalbfleisch@UND.edu ، 701.777.6369ﺧﻼﻝ ﺳﺎﻋﺎﺕ ﺍﻟﻌﻤﻞ ﺍﻟﻴﻮﻣﻲ.
ﺇﺫﺍ ﻛﺎﻧﺖ ﻟﺪﻳﻚ ﺃﺳﺌﻠﺔ ﺑﺨﺼﻮﺹ ﺣﻘﻮﻗﻚ ﻛﻤﺸﺎﺭﻙ ﻓﻲ ﺍﻟﺒﺤﺚ ،ﻓﻴﻤﻜﻨﻚ ﺍﻻﺗﺼﺎﻝ ﺑﻤﺠﻠﺲ ﺍﻟﻤﺮﺍﺟﻌﺔ ﺍﻟﻤﺆﺳﺴﻴﺔ ﺑﺠﺎﻣﻌﺔ ﺷﻤﺎﻝ
ﺩﺍﻛﻮﺗﺎ ﻋﻠﻰ  701.777.4279ﺃﻭ  . UND.irb@UND.eduﻳﻤﻜﻨﻚ ﺍﻻﺗﺼﺎﻝ ﺑﺎﻟﻤﺠﻠﺲ ﺑﺨﺼﻮﺹ ﺍﻟﻤﺸﻜﻼﺕ ﺃﻭ ﺍﻟﺸﻜﺎﻭﻯ
ﺃﻭ ﺍﻟﻤﺨﺎﻭﻑ ﺑﺸﺄﻥ ﺍﻟﺒﺤﺚ .ﻳﺮﺟﻰ ﺍﻻﺗﺼﺎﻝ ﺑﺎﻟﻤﺠﻠﺲ ﺇﺫﺍ ﻟﻢ ﺗﺘﻤﻜﻦ ﻣﻦ ﺍﻟﻮﺻﻮﻝ ﺇﻟﻰ ﻓﺮﻳﻖ ﺍﻟﺒﺤﺚ ،ﺃﻭ ﻛﻨﺖ ﺗﺮﻏﺐ ﻓﻲ ﺍﻟﺘﺤﺪﺙ
ﻣﻊ ﺷﺨﺺ ﻣﻄﻠﻊ ﻭﻣﺴﺘﻘﻞ ﻋﻦ ﻓﺮﻳﻖ ﺍﻟﺒﺤﺚ.
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ﻳﻤﻜﻦ ﺍﻟﻌﺜﻮﺭ ﻋﻠﻰ ﻣﻌﻠﻮﻣﺎﺕ ﻋﺎﻣﺔ ﺣﻮﻝ ﻣﻮﺿﻮﻉ ﺍﻟﺒﺤﺚ ﻋﻠﻰ ﻣﻮﻗﻊ ﻣﺠﻠﺲ ﺍﻟﻤﺮﺍﺟﻌﺔ ﺍﻟﻤﺆﺳﺴﻴﺔ "ﻣﻌﻠﻮﻣﺎﺕ ﻟﻠﻤﺸﺎﺭﻛﻴﻦ ﻓﻲ
ﺍﻟﺒﺤﺚ"
http://und.edu/research/resources/human-subjects/research-participants.html
ﺍﻟﺘﻌﻮﻳﺾ:
ﻟﻦ ﺗﺤﺼﻞ ﻋﻠﻰ ﺗﻌﻮﻳﺾ ﻋﻦ ﻣﺸﺎﺭﻛﺘﻚ.
ﺍﻟﻤﺸﺎﺭﻛﺔ ﺍﻟﻄﻮﻋﻴﺔ:
ﺍﻟﻤﺸﺎﺭﻛﺔ ﻓﻲ ﻫﺬﺍ ﺍﻟﺒﺤﺚ ﻏﻴﺮ ﺇﻟﺰﺍﻣﻴﺔ .ﻳﻤﻜﻨﻚ ﺇﻳﻘﺎﻑ ﻣﺸﺎﺭﻛﺘﻚ ﻓﻲ ﺃﻱ ﻭﻗﺖ .ﻳﻤﻜﻨﻚ ﺭﻓﺾ ﺍﻟﻤﺸﺎﺭﻛﺔ ﺃﻭ ﺍﺧﺘﻴﺎﺭ ﺍﻟﺘﻮﻗﻒ ﻋﻦ
ﺍﻟﻤﺸﺎﺭﻛﺔ ﻓﻲ ﺃﻱ ﻭﻗﺖ ﺩﻭﻥ ﺧﺴﺎﺭﺓ ﺃﻱ ﻣﺰﺍﻳﺎ ﻳﺤﻖ ﻟﻚ ﺍﻟﺤﺼﻮﻝ ﻋﻠﻴﻬﺎ ﺑﺨﻼﻑ ﺫﻟﻚ.
ﻻ ﻳﺘﻮﺟﺐ ﻋﻠﻴﻚ ﺍﻻﺟﺎﺑﺔ ﻋﻠﻰ ﺃﻱ ﺃﺳﺌﻠﺔ ﻻ ﺗﺮﻳﺪ ﺍﻹﺟﺎﺑﺔ ﻋﻠﻴﻬﺎ.
ﻳﺠﺐ ﺃﻥ ﻳﻜﻮﻥ ﻋﻤﺮﻙ  18ﻋﺎ ًﻣﺎ ﺃﻭ ﺃﻛﺒﺮ ﻟﻠﻤﺸﺎﺭﻛﺔ ﻓﻲ ﻫﺬﻩ ﺍﻟﺪﺭﺍﺳﺔ ﺍﻟﺒﺤﺜﻴﺔ.
ﻳﺸﻴﺮ ﺇﻛﻤﺎﻝ ﺍﻻﺳﺘﺒﻴﺎﻥ ﻭﺇﻋﺎﺩﺗﻪ ﺇﻟﻰ ﺃﻧﻚ ﻗﺪ ﻗﺮﺃﺕ ﺍﻟﻤﻌﻠﻮﻣﺎﺕ ﺍﻟﻮﺍﺭﺩﺓ ﻓﻲ ﻫﺬﺍ ﺍﻟﻨﻤﻮﺫﺝ ﻭﻭﺍﻓﻘﺖ ﻋﻠﻰ ﺍﻟﻤﺸﺎﺭﻛﺔ ﻓﻲ ﺍﻟﺒﺤﺚ.
ﻳﺮﺟﻰ ﺍﻻﺣﺘﻔﺎﻅ ﺑﻬﺬﺍ ﺍﻟﻨﻤﻮﺫﺝ ﻟﺴﺠﻼﺗﻚ ﺃﻭ ﻟﻠﺮﺟﻮﻉ ﺇﻟﻴﻬﺎ ﻓﻲ ﺍﻟﻤﺴﺘﻘﺒﻞ.
 ﺃﻭﺍﻓﻖ ﻋﻠﻰ ﺍﻟﻤﺸﺎﺭﻛﺔ ﻻ ﺃﻭﺍﻓﻖ ﻋﻠﻰ ﺍﻟﻤﺸﺎﺭﻛﺔﺍﻻﺳﺘﺒﻴﺎﻥ
ﺟﺪﻭﻝ  :1ﺍﻟﺒﻴﺎﻧﺎﺕ ﺍﻟﺪﻳﻤﻮﻏﺮﺍﻓﻴﺔ
 -1ﻣﺎ ﻫﻮ ﻋﻤﺮﻙ؟ )ﻓﻀﻼً ﺃﺩﺧﻞ ﺍﻟﻌﻤﺮ ﺑﺎﻷﺭﻗﺎﻡ(
 -2ﺍﻟﺠﻨﺲ؟
 (1ﺫﻛﺮ
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 (2ﺃﻧﺜﻰ
 -3ﻣﺎ ﻫﻮ ﻣﺴﺘﻮﺍﻙ ﺍﻟﺘﻌﻠﻴﻤﻲ؟
 (1ﺃﻗﻞ ﻣﻦ ﺷﻬﺎﺩﺓ ﺍﻟﺜﺎﻧﻮﻳﺔ ﺍﻟﻌﺎﻣﺔ
 (2ﺷﻬﺎﺩﺓ ﺍﻟﺜﺎﻧﻮﻳﺔ ﺍﻟﻌﺎﻣﺔ ﺃﻭ ﻣﺎ ﻳﻌﺎﺩﻟﻬﺎ
 (3ﻁﺎﻟﺐ/ﺓ ﻛﻠﻴﺔ )ﻟﻢ ﻳﺤﺼﻞ ﻋﻠﻰ ﺍﻟﺪﺭﺟﺔ ﺣﺘﻰ ﺍﻻﻥ(
 (4ﺩﺑﻠﻮﻡ ﺑﻌﺪ ﺍﻟﺜﺎﻧﻮﻳﺔ
 (5ﺩﺭﺟﺔ ﺍﻟﺒﻜﺎﻟﻮﺭﻳﻮﺱ
 (6ﺩﺭﺟﺔ ﺍﻟﻤﺎﺟﺴﺘﻴﺮ
 (7ﺩﺑﻠﻮﻡ ﻋﺎﻟﻲ
 (8ﺩﻛﺘﻮﺭﺍﻩ
 -4ﻣﺎ ﻫﻮ ﻭﺿﻌﻚ ﺍﻟﻮﻅﻴﻔﻲ ﺍﻟﺤﺎﻟﻲ؟
 (1ﻣﻮﻅﻒ ﺑﺪﻭﺍﻡ ﻛﺎﻣﻞ
 (2ﻣﻮﻅﻒ ﺑﺪﻭﺍﻡ ﺟﺰﺋﻲ
 (3ﻣﺘﻘﺎﻋﺪ
 -5ﻛﻢ ﻋﺪﺩ ﺍﻟﺴﻨﻮﺍﺕ ﺍﻟﺘﻲ ﻋﻤﻠﺖ ﺑﻬﺎ ﻓﻲ ﺇﺩﺍﺭﺍﺕ ﺍﻹﻋﻼﻡ ﻭﺍﻟﻌﻼﻗﺎﺕ ﺍﻟﻌﺎﻣﺔ ﻓﻲ ﺍﻟﻘﻄﺎﻉ ﺍﻟﺤﻜﻮﻣﻲ؟
)ﻓﻀﻼً ﺃﺩﺧﻞ ﻋﺪﺩ ﺍﻟﺴﻨﻮﺍﺕ ﺑﺎﻷﺭﻗﺎﻡ(
 -6ﻓﻲ ﺃﻱ ﻣﻨﻄﻘﺔ ﺑﺎﻟﻤﻤﻠﻜﺔ ﺍﻟﻌﺮﺑﻴﺔ ﺍﻟﺴﻌﻮﺩﻳﺔ ﺗﻌﻤﻞ؟
 (1ﺍﻟﻤﻨﻄﻘﺔ ﺍﻟﻮﺳﻄﻰ
 (2ﺍﻟﻤﻨﻄﻘﺔ ﺍﻟﺸﺮﻗﻴﺔ
 (3ﺍﻟﻤﻨﻄﻘﺔ ﺍﻟﻐﺮﺑﻴﺔ
 (4ﺍﻟﻤﻨﻄﻘﺔ ﺍﻟﺠﻨﻮﺑﻴﺔ
 (5ﺍﻟﻤﻨﻄﻘﺔ ﺍﻟﺸﻤﺎﻟﻴﺔ
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 (6ﺧﺎﺭﺝ ﺍﻟﺴﻌﻮﺩﻳﺔ

ﺟﺪﻭﻝ  :2ﺍﻟﻜﻔﺎءﺍﺕ ﺍﻹﻋﻼﻣﻴﺔ
 -7ﺍﻟﻤﻮﻅﻒ ﺍﻟﻤﺘﺨﺼﺺ ﻓﻲ ﺍﻹﻋﻼﻡ ﻳﻔﻬﻢ ﻣﻬﻨﺔ ﺍﻟﺼﺤﻔﻴﻴﻦ ﻭﺳﻌﻴﻬﻢ ﻓﻲ ﺍﻟﺤﺼﻮﻝ ﻋﻠﻰ ﺃﺧﺒﺎﺭ ﺍﻟﻤﻨﻈﻤﺔ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -8ﺍﻟﻤﻮﻅﻒ ﺍﻟﻤﺘﺨﺼﺺ ﻓﻲ ﺍﻹﻋﻼﻡ ﻳﻌﺮﻑ ﺃﻫﻤﻴﺔ ﺩﻭﺭ ﺍﻟﺼﺤﺎﻓﺔ ﻣﻤﺎ ﻳﺠﻌﻠﻪ ﻗﺎﺩﺭﺍ ً ﻋﻠﻰ ﺑﻨﺎء ﻋﻼﻗﺎﺕ ﺇﻋﻼﻣﻴﺔ ﺇﻳﺠﺎﺑﻴﺔ ﻣﻊ
ﺍﻟﺼﺤﻔﻴﻴﻦ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -9ﻳﻤﻜﻦ ﻟﻠﻤﻮﻅﻒ ﺍﻟﻤﺘﺨﺼﺺ ﻓﻲ ﺍﻹﻋﻼﻡ ﺃﻥ ﻳﻤﻴﺰ ﻧﻮﻉ ﺍﻷﺧﺒﺎﺭ ﻭﺍﻟﻤﻌﻠﻮﻣﺎﺕ ﺍﻟﺘﻲ ﻳﺮﻳﺪﻫﺎ ﺍﻟﺼﺤﻔﻲ ﻭﻳﻮﻓﺮﻫﺎ ﻟﻪ ،ﻭﻫﺬﺍ
ﻳﺆﺩﻱ ﺇﻟﻰ ﺑﻨﺎء ﺍﻟﺜﻘﺔ ﻭﺗﻜﻮﻳﻦ ﻋﻼﻗﺔ ﺇﻋﻼﻣﻴﺔ ﺇﻳﺠﺎﺑﻴﺔ ﺑﻴﻦ ﺍﻟﻄﺮﻓﻴﻦ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
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 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -10ﺍﻟﻤﻮﻅﻒ ﺍﻟﻤﺘﺨﺼﺺ ﻓﻲ ﺍﻹﻋﻼﻡ ﻟﺪﻳﻪ ﺍﻟﺪﺍﻓﻊ ﻟﺒﻨﺎء ﻋﻼﻗﺎﺕ ﺇﻋﻼﻣﻴﺔ ﻣﻊ ﺍﻟﺼﺤﻔﻴﻴﻦ ﻷﻧﻪ ﻳﻌﺮﻑ ﺃﻫﻤﻴﺔ ﻫﺬﺍ ﺍﻟﻨﻮﻉ ﻣﻦ
ﺍﻟﻌﻼﻗﺎﺕ ﻓﻲ ﻋﻤﻠﻪ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -11ﻳﺪﺭﻙ ﺍﻟﻤﻮﻅﻒ ﺍﻟﻤﺘﺨﺼﺺ ﻓﻲ ﺍﻹﻋﻼﻡ ﺃﻫﻤﻴﺔ ﻭﺟﻮﺩ ﻋﻼﻗﺎﺕ ﺇﻋﻼﻣﻴﺔ ﻣﻊ ﺍﻟﺼﺤﻔﻴﻴﻦ ﻟﻤﺎ ﻟﻬﺎ ﻣﻦ ﺃﺛﺮ ﺇﻳﺠﺎﺑﻲ ﻓﻲ ﻧﺸﺮ
ﺃﺧﺒﺎﺭ ﺍﻟﻤﻨﻈﻤﺔ ﻭﺗﻄﻮﻳﺮ ﺳﻤﻌﺘﻬﺎ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -12ﻳﺪﺭﻙ ﺍﻟﻤﻮﻅﻒ ﺍﻟﻤﺘﺨﺼﺺ ﻓﻲ ﺍﻻﻋﻼﻡ ﺃﻥ ﻣﻬﻨﺔ ﺍﻹﻋﻼﻡ ﻭﺍﻟﻌﻼﻗﺎﺕ ﺍﻟﻌﺎﻣﺔ ﺗﻘﻮﻡ ﻋﻠﻰ ﻣﻌﺎﻳﻴﺮ ﺃﺧﻼﻗﻴﺔ ﻟﻠﻤﻬﻨﺔ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
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ﺟﺪﻭﻝ  :3ﺧﻄﻂ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ
 -13ﺧﻄﺔ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﺗﺴﺎﻫﻢ ﻓﻲ ﻧﺸﺮ ﺃﺧﺒﺎﺭ ﺍﻟﻤﻨﻈﻤﺔ ﺑﺄﺳﻠﻮﺏ ﻣﻬﻨﻲ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -14ﺧﻄﺔ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﺗﺴﺎﻋﺪ ﻓﻲ ﺗﺤﺪﻳﺪ ﻭﺳﺎﺋﻞ ﺍﻹﻋﻼﻡ ﺍﻟﻤﻨﺎﺳﺐ ﺍﺳﺘﺨﺪﺍﻣﻬﺎ )ﻣﺜﻞ ﺍﻟﺘﻠﻔﺰﻳﻮﻥ ،ﺍﻟﺼﺤﻒ ،ﻭﻭﺳﺎﺋﻞ
ﺍﻟﺘﻮﺍﺻﻞ ﺍﻻﺟﺘﻤﺎﻋﻲ ،ﺇﻟﺦ( ﻭﺍﻟﺘﻲ ﺗﻔﻴﺪ ﻓﻲ ﻧﺸﺮ ﺃﺧﺒﺎﺭ ﺍﻟﻤﻨﻈﻤﺔ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -15ﺧﻄﺔ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﺗ ُﺴﻬﻞ ﻋﻤﻞ ﺍﻷﻧﺸﻄﺔ ﺍﻹﻋﻼﻣﻴﺔ ﺍﻟﺘﻲ ﺗﻘﻮﻡ ﺑﻬﺎ ﺍﻟﻤﺆﺳﺴﺔ )ﺍﻷﻧﺸﻄﺔ ﺍﻹﻋﻼﻣﻴﺔ ،ﻋﻠﻰ ﺳﺒﻴﻞ
ﺍﻟﻤﺜﺎﻝ ،ﺍﻟﻤﺆﺗﻤﺮﺍﺕ ﺍﻟﺼﺤﻔﻴﺔ(.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -16ﺗﺴﺎﻋﺪ ﺧﻄﺔ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻓﻲ ﻧﺸﺮ ﺍﻟﻤﻌﻠﻮﻣﺎﺕ ﺍﻹﻳﺠﺎﺑﻴﺔ ﻭﺍﻟﺘﻲ ﻟﻬﺎ ﺗﺄﺛﻴﺮ ﻓﻲ ﺑﻨﺎء ﺳﻤﻌﺔ ﺇﻳﺠﺎﺑﻴﺔ ﻋﻦ ﺍﻟﻤﻨﻈﻤﺔ.
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 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -17ﺗﺴﺎﻫﻢ ﺧﻄﺔ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﻓﻲ ﺍﻟﺘﺮﻭﻳﺞ ﻟﻤﻨﺘﺠﺎﺕ ﻭﺑﺮﺍﻣﺞ ﻭﻣﺸﺎﺭﻳﻊ ﺍﻟﻤﻨﻈﻤﺔ.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ
 -18ﺗﻌﺘﺒﺮ ﺧﻄﺔ ﺍﻟﻌﻼﻗﺎﺕ ﺍﻹﻋﻼﻣﻴﺔ ﺿﺮﻭﺭﻳﺔ ﻟﺠﻌﻞ ﺍﻟﻌﻤﻞ ﺍﻹﻋﻼﻣﻲ ﻣﻬﻨﻴﺎ ً.
 (1ﻏﻴﺮ ﻣﻮﺍﻓﻖ ﺑﺸﺪﺓ
 (2ﻏﻴﺮ ﻣﻮﺍﻓﻖ
 (3ﻣﺤﺎﻳﺪ
 (4ﺃﻭﺍﻓﻖ
 (5ﺃﻭﺍﻓﻖ ﺑﺸﺪﺓ

ﺷﻜﺮﺍ ﺟﺰﻳﻼ ﻋﻠﻰ ﻣﺸﺎﺭﻛﺘﻚ ﻓﻲ ﺍﻻﺳﺘﺒﻴﺎﻥ.
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